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Abstract 
Nowadays, markets are globalized, number of competitors increases and customer´s demands for production are elevated. 
Therefore businesses begin to realize the competitive potential, which has the brand. This is the reason why we decided to realize 
the survey focused on the perception of marketing activities aimed at brand value building and managing from the point of view 
of Slovak customers. We based this research on the assumption that the perception of these activities by Slovak customers will be 
arising from long-term exposure to mechanisms of centrally planned economy different in comparison with other countries. 
According to us, these differences are a possible barrier to the application of knowledge from abroad, which may ultimately 
disadvantage not only Slovak businesses which implement general branding strategies, but also foreign brands entering the 
Slovak market. In this contribution, we focused only on analyzing the perception of activities within the product policy. The 
survey was realized by method of standardized direct questioning in a statistic sample of 384 respondents, which can be 
considered relevant for the purposes of formulating generally valid conclusions. We found, that the brand influences the customer 
buying behavior of majority of respondents, that the perception of brand value is mostly influenced by own experience, that 
branded production has better quality in comparison with no-branded production according to respondents and that there is no 
relationship between the average net monthly income of the respondent's family and his assessment of the brand quality. 
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1. Introduction 
On current national markets there appears an increasing number of foreign competitors, which creates room for 
increasing demands of customer requirements, since when making a purchasing decision they have a choice between 
several competing offers. Existence of effective domestic enterprises in such a globalized market requires a creation 
of such competitive advantage for the customer that will add value not only important in terms of choice within a 
competitive bid, but also in terms of the realized price policy of an enterprise, whose suitably chosen strategy creates 
a perspective of its long-term existence. (Buc & Klieštik, 2014). Effectively built and managed brand mark 
recognized by a customer has such a competitive potential. Real value of a brand cannot be determined without 
quantifying its impact on customer behavior. There is a need to take into account not only the level of knowledge, 
identity, consumer loyalty and the degree of legal protection but especially the marketing activities for promoting 
the brand (Kicová & Kramárová, 2013). Given that the brand management in the Slovak Republic is characterized 
by a number of specifics (long-term absence of branding in marketing management of domestic brands due to the 
effects of the principles of a centrally planned economy, which turns out in the lack of experience with branding of 
domestic managers and the lack of literature dedicated to the specificities of branding in Slovak Republic, reckless 
acceptance of  foreign branding concepts without taking into account socio-cultural and psychographic 
characteristics of target segment in the Slovak Republic, as well as lax approach to measuring brand value, without 
knowing which it is impossible to maximize the efficiency of the process of branding etc.), we decided to realize a 
questionnaire survey aimed to determine the effect of individual marketing activities on the perception of brand 
value in the Slovak Republic, whose split outputs, together with the proposals made on basis of their contribution 
are presented in the following text. 
2. Actual examination of the impact of product policy on consumer perception of brand value in the Slovak 
Republic 
As a basic reconnaissance problem was addressed the underutilization of brand management for the purposes of 
achieving competitive advantage in the Slovak Republic (under contribution, however, we focus only on those 
outcomes of the survey that are relevant to the topic allowance - ie the perception of the impact of activities carried 
out within the product policy on the perception of brand value for consumers in the Slovak Republic) (Nadányiová, 
2013). In order to fulfill the objective set, there were selected several scientific methods. This was primarily a 
method of abstraction, excerption, analysis and synthesis of selected statistical methods as well as the method of 
induction and deduction (Zvaríková, 2011). 
The aim of the survey was to obtain information on the rate of brand mark impact on consumer purchasing 
decisions as well as the perception of marketing activities implemented under individual policies. The survey was 
conducted during the period September to December 2013. Nature of the survey was descriptive, causal. We used a 
standardized method of direct questioning. As the survey instrument was chosen semi-structured written 
questionnaire. Basic set of respondents surveyed was formed Slovak citizens older than 15 years (depending on the 
size of the population, the survey sample was 384 respondents). The age limit was set on the ground that, under the 
current Slovak law shall be an employment capacity, which is a prerequisite for autonomous decision-shopping, just 
reaching that age. Return of the questionnaire was 95%. 
The average age of the respondents in the questionnaire survey was 31 years, the questionnaire completed 68% of 
women and 32% men. This has a positive impact on the explanatory power of the results of the survey in particular 
in the sense that women now represent a segment making the buying decision, and in most cases, meaning that they 
represent the target group of most marketing activities undertaken in the establishment and management of brand 
value. Within the survey conducted most of the respondents who completed the questionnaire were in income 
category of more than €1,500 per month, total of 46% of all respondents. This fact affects the explanatory power of 
the questionnaire survey, in respect of the acquisition of data mostly from economically significant segment for 
which the brand has its positive influence on buying decisions (Kim & Pradeep, 2012). 
The relationship to the brand of product affects most respondents according to their own experience, which is the 
case of 55% of the responses. In terms of marketing mix is thus necessary to increase the emphasis on the product, 
especially with regard to its qualitative aspects, which is consequently to be properly presented to the public through 
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the instruments of communication policy. In development of the marketing mix, we recommend to take into account 
the balanced values of two other factors, namely the impact of the environment (23 %) and the impact of advertising 
(22 %). Respondents realized survey, reported that 78% of them have a favorite brand product. This is particularly 
important in the initial formation of the marketing mix, which should be targeted not only to stimulate purchasing 
decisions of the target segment and create the associated own positive experience, whereby the customer will 
perceive the individual value of the brand. To build a stable competitive advantage, customer loyalty and valuable 
brand in this case it is primarily necessary to address customers of the competing brands that exist on the market 
longer. Most respondents indicated that for them a particular brand represents a lifestyle (55%). Quality of 
production became only the second factor that respondents shared about their favorite brand (25% of responses). 
This is again particularly significant in terms of the importance of effective marketing communication for building 
and managing brand value. Despite the fact that the relationship of the target social group for the brand and the 
perception of its value is largely driven by activities performed within other marketing tools, effective marketing 
communication is critical to building a relationship of this social group to brand mark. Marketing communications is 
in fact involved not only in influencing the perceived value of the brand of the company through the prism of its 
relation to selected social group, but under sales promotion activities also informs the customer with the quality of 
production, thereby stimulating its initial buying decision. 
The benefits of a popular brand compared to competitors are believed by 76% of respondents in a questionnaire 
survey. This finding is essential for the formation of the marketing mix at the stage of launching the brand on the 
market. Perceived benefits are in fact necessary to determine prior to placing on the market and on such information 
appropriately chosen desirable brand identity and at the initial stage of the life cycle of the brand begin to build a 
relationship to the brand and the perception of its value to customers based on established preferences. Branded 
produce is perceived higher in quality to the unbranded in 79% of respondents. This fact again should be evaluated 
in the context of other information obtained, but also in itself is significant for the implementation activities product 
and communication policies with quality branded production relate much more than the price, or distribution policy. 
In relation with these outcomes of the survey, there is addition to the perception of brand value through quality 
production and a different approach, which is based on the perception of the quality of production (which may also 
itself be competitive advantage, because the brand does not affect buying behavior in the case of 3% of 
respondents). The quality of favorite brand is not assessed as well as the first purchases to 70% of the respondents 
conducted a questionnaire survey. This finding is significant in implementing activities and product communication 
policies especially in the third to fifth phases of the life cycle of the brand, which assumes the existence of a stable 
customer base, which has held its initial buying decision, in which it is familiar with qualitative attributes of brand 
production. 
Hypotheses relevant to the assessment of the impact of product policy activities on consumer perception of brand 
value in the Slovak Republic are the following ones: 
Hypothesis H1:  The brand is affecting buying decisions of the majority of respondents. 
Hypothesis H2: There is a relationship between the average net monthly income of the respondent's family and 
his assessment of quality of branded production as well as with the first purchases. 
H1 hypothesis was tested by Binomial test. Based on the results, we reject the null hypothesis and on significance 
level of 0.05 we have adopted an alternative hypothesis. Thus, we found that the brand influences purchasing 
decisions of most respondents. This finding is particularly relevant in terms of legitimacy implemented activities in 
building and managing brand value. The answer to this question does verify the applicability of foreign theoretical 
approaches to brand building same as to building competitive advantage in the conditions of Slovak Republic.  
Hypothesis H2 was tested by so called Pearson's chi-square test square contingency. Based on the obtained 
results, we have not rejected the null hypothesis and on the significance level of 0.05, we have accepted it. We find, 
therefore, that there is no relationship between the average net monthly income of the respondent's family and his 
assessment of quality of branded production as well as with the first purchases. 
3. Comprehensive proposal of activities of product brand policy in conditions specific to Slovak Republic 
The product itself is a major component of brand value, without which it would be very difficult to talk about 
brand building and managing (Babčaníková, 2008). The competitive advantage of many brands is based on the 
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characteristics of the product. More and more brands now, however, endeavor to achieve an understanding of the 
motivations and desires of customers, making it possible to create an attractive brand image independent of the 
functional and aesthetic characteristics of production. Brand value from the customer's perspective can thus be seen, 
in principle in two ways, either through the quality attributes of the product or through brand image. The ideal 
situation is a symbiosis of the specified attribute values of the brand. Products must therefore be designed, 
manufactured, marketing-supported and marketed in such a way as to create a positive brand image with strong, 
positive and unique associations that customer associates with the brand, which will form the basis for such brand 
loyalty (Siram, Pradeep & Neelamegham, 2006). The desirable associations are recommended to have been 
predefined under the brand positioning phase, and not let their formation only in the shuffle developments related to 
marketing activities undertaken. 
To establish a relationship of long-term customer loyalty to the brand, which is closely related to the customer's 
perception of its value, is the primary condition achieved when experience with a given brand meets, or even greatly 
exceeds the customer's expectations (Gogolová & Nadányiová, 2008) In terms of building brand value the dominate 
aspect is the quality associated with the first shopping experience while at the stage of brand value management it 
should be focused on strengthening the positive image of the brand, thus the measures implemented within the 
product policy should continuously pass on to the communications policy. 
As basic dimensions of brand’s quality that are involved within the customer's perception of the value according 
to scientific literature, we can define: performance (the level at which the elemental characteristics of the product 
function), features (elements of secondary nature that complement the primary characteristics of product), conformal 
quality (the level at which the product is within specifications), reliability (rate performance over time and from 
purchasing to purchase), life (the expected economic life of the product), availability of services (the level and speed 
of service product), style and design (the look of the product and the subjective feeling of quality) (Winer & Dhar, 
2009). 
Various dimensions of quality brands, however, are not included in all kinds of brands equally, and it is therefore 
necessary to approach the analysis of the share of total perceived quality with regard to the specifics of the brand. 
That is making it impossible to create a universal range of the recommended percentages to create an optimal 
structure of quality of the brand (Štefániková & Masárová, 2013). 
The trend of subsequent perception of the product through the image of the brand is also observable within the 
questionnaire survey carried out. Despite the fact that it is a global phenomenon, it is necessary not to consider this 
fact in the Slovak Republic as absolute and isolated but consider it in relation to the realized price policy of a 
product. The following section of the questionnaire in fact showed that with increasing prices the emphasis on 
quality production increases as well. Price cap which changes the perception of the brand image as the primary 
buying decision, however, is individual for each consumer. The main activities undertaken within the framework of 
product policy aiming at building and managing brand value should be creation of the brand in line with customer 
preferences, rebranding initiated by changing customer preferences, rebranding initiated by competitors, rebranding 
initiated internal possibilities of the company (Cisko & Klieštik, 2013).  
To building the brand value falls the initial creation of brand value due to its defined positioning and in the 
subsequent management of brand value over the individual life cycle, belong the remaining three operations with the 
brand, thus the rebranding relative to the change in customer preferences, competition, or internal options of the 
company (Holt & Douglas, 2002). 
Proposing such activities of product policy, is however just tentative, because it does not take into account the 
specificities of the different phases of the life cycle of the brand under which it is appropriate to deal systematically 
and selectively to individual activities implemented not only in product policy, but also to other policies involved in 
the final form of the marketing mix. Out of the existing theoretical approaches to the issue of brand lifecycle we 
consider for the needs of such an analysis the most comprehensive approach of G. Caron, who identifies five basic 
phases, namely putting a new brand on the market, confirming the potential of the brand, consolidating brand 
reputation, brand development, orbit flight (Kotler & Amstrong, 2013).  
The first phase of the life cycle - putting a new brand on the market is the key one in terms of the future 
existence of the brand in the market. The brand’s product policy should at this stage emphasize on quality. 
Customers' perception of brand value is in fact depended to a considerable extent on its first shopping experience. 
Stable customer base built on the belief of quality branded production is so in our opinion, the basis for the 
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consideration of building and managing brand value. As long as customers do not start building their relationship 
with the brand based on quality, then the competitive potential of the brand will be significantly decreased. To 
achieve the desired economic benefits arising from the impact of subjective perception of brand value to the 
customer’s buying decision, it is necessary to mobilize significant tools of communication policy in order to create 
the desired brand image. Without the support of qualitative and functional aspects of brand production, however, 
such an image formation will be much more difficult (Mikáčová & Rypáková, 2014).  
Confirmation of brand potential, which represents the second stage of the life cycle of the brand, is the author 
of this theoretical concept known for its highest risk phase. Since it is a specific transition phase not only in the 
perception of brand value over its life cycle, but also in an integrated model of building and managing its value, 
individual features of marketing mix are also based on the element of continuity and characterized by having 
fluency of transition between individual implemented marketing activities. Product policy supporting brand value in 
this sense is characterized by dual approach. On the one hand, the fact continues to place great emphasis on the 
qualitative elements of production, but on the other hand there is the implementation of activities together involved 
on the creating the desired brand image production. Even at this phase of the life cycle should therefore be 
sensitively set individual quality attributes, in which should be in our opinion, in addition to striving for brand 
performance, brand features, its reliability and durability, progressively increased emphasis on the availability of 
relevant services and brand design production as essential factors that form an imaged factors of product policy. 
In the third phase of the life cycle of brand consolidation referred to as brand reputation, already in most cases 
customers perceive the brand value of a desirable manner by managers. Product brand policy should be in this life 
cycle stage gradually orientated on highlighting of brand image and its development. However this should achieved 
under the condition of maintaining the set quality of brand production. Accented brand image at the expense of 
functional and qualitative parameters of production would have the desired effect in the short term and long term 
activities such product policy customer perceived value of the brand weakened. Appropriate measures of product 
policy in the context of brand image are in our opinion the modification of functional properties, or modification of 
aesthetic properties.  
Brand development - expansion is terminological designation for the fourth stage of the life cycle of the brand. 
In terms of time in the case of effective implementation and management of brand value it is a phase that can last for 
several decades. For that reason, it is very important to do a revision of the customer base at this stage. Its duration 
affects the impact of changes in the structure of the segment addressed. If one of the main segmentation criteria 
under the demographic factors is age, it may happen that the original production, which is associated with the brand, 
is no longer usable for customers as at the time of the first three phases of its life cycle. Product policy should be at 
this stage of the life cycle focused on the marketing activities related to possible changes in the structure of customer 
segments. Regarding to the length of expansion phase there can occur several situations: original production still 
meets the requirements of the initial segment, original production no longer meets the demands of the original 
segment or original production recorded generational shift between the initial segment and its descendants. 
The fifth stage of the life cycle of the brand is the so-called flight to orbit. Product brand policy should also be in 
this stage of the life cycle focused on activities building the image of production while maintaining the original 
quality. The questionnaire survey indeed shows that the customers do not qualify the quality of favorite brands as 
critically as at the time of first purchases, but respondents also cited that their favorite brand represents quality to 
them in 25% of answers. We are therefore of the opinion that customers are at this stage to short-term negative 
changes in the quality of valuable brand more loyal and possible decline does not have such an impact in the 
perceived value as it would in earlier stages of the life cycle of the brand. Innovation and modification are 
considered the key strategic directions for incumbent offer even at this stage.  
4. Conclusion 
Brand is a source of competitive advantage that businesses in the Slovak Republic are insufficiently aware of and 
do not pay as much attention to as their foreign competitors do, making them ultimately greatly disadvantageous in 
the market competition. There are several reasons why that is so. Many of these arguments are not yet detected. One 
of them is the existence of the specifics of Slovak consumers resulting from long-term exposure to centrally planned 
economy in the Slovak Republic. Precisely for this reason, foreign theoretical concepts and practical experience in 
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brand management in many cases is inapplicable and their potential use causes adverse effects, which ultimately 
raises skepticism about the business, which is one of the causes of the current state of the use of branding of 
businesses in the Slovak Republic. For this reason, we decided to implement a questionnaire survey to determine 
consumer perceptions of brand value in the Slovak Republic. Partial output of this survey, which aims to study the 
impact of product policy activities on the perceived value of the brand, is also presented in this document. The most 
important findings are that the brand influences the buying behavior of the majority of the respondents, that the 
perception of brand value is mostly affected by own experience, that respondents perceive a brand production higher 
in quality compared to the unbranded and that there is no relationship between the average net monthly income of 
the respondent's family and his assessment of quality of branded production same as with the first purchases. Based 
on these findings (in their relation to other findings from the survey and the findings from the literature), was 
subsequently formulated a comprehensive proposal of activities of brand product policy in the specific conditions of 
the Slovak Republic. 
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